Abstract. The purpose of this study was to propose and test a conceptual model that links online vendors' attributes, relationship quality, and customer citizenship behavior. The empirical results showed that relational selling behavior was the most important attribute to enhancing both trust, commitment and satisfaction, followed by security and order fulfillment.
Introduction
The emerging online market provides benefits for both retailers and consumers. In order to successfully service online consumers and avoid potential failures, online vendors should know exactly what the consumers expect from them and how to build the customer relationships and improve the online relationship quality. Accordingly, it is important to understand the issue of online relationship quality (customer satisfaction, trust and commitment) and the related antecedents.
A complete conceptual framework is needed to define the online relationship quality and its antecedents in terms of the online retailing context.
Price Perception
Price is one of the elements in marketing mix, which it plays a very heavy role because marketers use price as communication medium with customers where the message is being clearly perceived by customer as what it meant to the marketers (Dickson and Sawyer, 1990; Monroe and Lee, 1999; Vanhuele and Dreze, 2002) .
A product price is one of the main decision methods for both customer and also retailers as now the market is very competitive, price has made its position and role in differentiate in designing marketing and business strategies. Price resulted to be the main point for customer to judge what is offered in the market (Monroe, 2003; Monroe and Lee, 1999; Oliver, 1997) .
Price is also a main factor in transaction relation-ship where it is one of the medium used by marketers to counter the market, either in attracting or in retaining customer or as a element in competing with competitors.
Order Fulfillment
In online retailing, the fulfillment process can be understood to consist of three stages: order acceptance, order selection, and order delivery (Stock & Boyer. 2009 ). Taken together, the single external indicator that can be considered to account most parsimoniously for smooth execution of all three stages is or-der cycle time (Eroglu, Machleit & Davis, 2001; Boyer et al., 2009 (Brady, 2010) .With timely, accurate, and error-free order fulfillment, e-tailers can offer their customers benefits, such as saving time and convenience of shopping without being restricted by store hours or store location (Dholakia & Uusitalo, 2002) .Order fulfillment refers to the delivery of a product or service relative to orders placed by consumers, and it is an essential aspect of Web sites with transactional ability (Yakov et al., 2005).
Relational Selling Behavior
Relational selling behavior is aimed at managing the quality of the interpersonal relationship between salespeople and customers and tends to build and maintain strong relationships (Boles et 
Online Relationship Quality
Crosby et al. (1990) suggested that relationship quality comprises two parts, trust and satisfaction, which are each considered an "emotional state that occurs in response to an evaluation of these interaction experiences" (Westbrook, 1981) Relationship quality can be defined as a construct composed of several distinct but related facets such as trust, commitment, identification, intimacy, and reciprocity, which reflect overall assessment of strength and depth of relationships 
Method
In this research, the target population for this re-search consists of online vendors' clients, who have online purchasing experience. They have more potential to need online purchasing in the future, and are willing to develop long-term relationship with their existing online vendors.
To collect the data, a self-administrated questionnaire was developed for student samples. Paper questionnaires were distributed to the student sample in class with the aid of instructors, or in the library or other on-campus facilities by the researcher. Most surveys were collected in online questionnaires. . The web questionnaire (the link to the questionnaire) was sent by emails or QQ to students. The web questionnaire technology was developed by www.wenjuan.com. All the data collected from the web questionnaires were automatically recorded in the background database for further data transformation. The combination of data generated from Web questionnaires and handout questionnaires produced no extreme errors in the estimates, and provided reliable results for most of the variables.
Model and Hypotheses Testing
The data analysis procedures included seven major steps, from descriptive analysis, preliminary data analysis, to model and hypothesis testing. The main part of data analysis focused on hypothesis testing. A structural equation modeling (SEM) procedure was employed to test these hypotheses. Essentially, SEM may be viewed as a combination of exploratory factor analysis and multiple regression analyses (Ullman, 2001 ). In contrast to exploratory factor analysis, SEM demands that the (presumably causal) structure of inter variable relations, grounded in theory and/or empirical findings, be specified a priori.
The analyses were conducted using AMOS 21, and followed guidelines suggested by Byrne (2001) and Ullman (2001) . AMOS was chosen over other model fitting programs such as LISREL and EQS, for its unique strength in preventing errors in model specification (Kline, 2005) , and its extensive boot-strapping capabilities, which is an effective tool for dealing with non-normal data (Rundle-Thiele, 2005). 
Conclusions
Overall, the studies show specific associations between online relationship quality and each of its antecedents, so valuable insights and suggestions on how to improve online relationship quality and ultimately for increasing their customer citizenship behavior will be adopted by the online vendors. This study empirically supported that order fulfillment and online relational selling behavior may be important determinants of online customer relationship quality. As a consequence, in order to strengthen the perception of online relationship quality, online vendors have to give priority to the order fulfillment and online relational selling behavior improvement.
In brief, relationship quality has various challenges. It is difficult to use one model to explain all the issues. But it is recommended more examinations of the relationships between customers and online vendors to be performed, better relationship strategies to be formulated and more values to customers to be provided.
